Under the Condition of Informatization Liquor Enterprise Marketing Channel Model Research by 聂永
 
学校编码：10384                        分类号_______密级 ______ 




硕  士  学  位  论  文 
信息化条件下白酒企业营销渠道模式探讨 
Under the Condition of Informatization Liquor Enterprise 
Marketing Channel Model Research 
聂  永 
指导教师姓名： 戴  亦  一  教授 
专 业 名 称： 工商管理（EMBA） 
论文提交日期： 2 0 1 3 年 1 0 月 
论文答辩日期： 2 0 1 3 年        月 
学位授予日期： 2 0 1 3 年       月 
 
 
答辩委员会主席：           
评    阅    人：           
 



















另外，该学位论文为（                            ）课题
（组）的研究成果，获得（               ）课题（组）经费或实



































（     ）1.经厦门大学保密委员会审查核定的保密学位论文，
于   年  月  日解密，解密后适用上述授权。 






                             声明人（签名）： 























































Liquor-making industry is one of Chinese traditional industries, in the latest ten 
years, which increased rapidly and had made remarkable achievement and 
accumulated valuable wealth. But in 2012, the government has been implementing 
expenditure-dampening policy that reduce the consumption of liquor, Chinese micro-
economy is slowing, the structure of Chinese population is changing that young 
people diversify their alcohol consumption and drinking people is tailing off. Liquor 
products saturate the market, classy liquor products’ market demand is being weak, 
liquor enterprises have to adjust. 
It made a big shock to the traditional retail channels that the rapid development 
of network shopping. Network, electronic, information have impacted and changed 
consumer spending habits, the network has become an indispensable part of our work 
and life. In recent years, the prelude to a new round of liquor-industry competition has 
been opened, more and more liquor companies being involved in e-commerce, 
adjusting their marketing channel structure, constructing enterprise information. The 
topic about liquor companies how to adjust their marketing channel modes is a 
important research topic, so that the liquor companies can pay more attention to their 
consumer and change their marketing ideas in information environment. 
This essay explains that the liquor-enterprise how to change their marketing 
channel modes in information environment. The paper retrospects to the history of 
liquor-industry in new China and the development of marketing channel, analyses the current 
situation of liquor marketing channel, expresses how to design the liquor enterprises 
channel modes in information environment. The liquor companies’ marketing channel 
will integrate the internal and external resources of liquor-enterprise, who will 
establish the channel to service consumers better and faster, meet consumer demands and 
communicate and exchange information timely with consumers, so that they will win 
the loyalty of consumers. 
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务市场的高速发展。据新华网报道 [5]2013 年 2 月 6 日美国市场研究公司
eMarketer 测算，2012 年全球电子商务销售额首次超过 1 万亿美元，较 2011 年
增长 21.1%，预计 2013 年可以增长 18.3%，达到 1.3 万亿美元。美国是全球第
一大电子商务市场。2012 年，美国数字化购物开支为 3434 亿美元，eMarketer
预计，2013年这一数字有望增至 3848亿美元。 
据中国电子商务研究中心监测数据显示[6]，截止 2012 年 12 月中国网络零
售市场交易规模达 13205 亿元，同比增长 64.7%，预计 2013 年有望达到 18155
亿元。中国网络零售市场交易规模占到社会消费品零售总额的 6.3%，而 2011
年仅为 4.4%。中国电子商务研究中心预计，这一比例还将保持扩大态势，到
2013 年达到 7.4%。2012 年中国网购用户规模达 2.47 亿人，而 2011 年数据
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中，抢占市场的关键已转变为与顾客建立长期而稳固的关系。 
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